This study is basically concerned with the marketing of cattle in Mubi Area of Adamawa State. It examined the strategies and procedures of marketing cattle and it investigates the socioeconomic characteristics of cattle marketers. The methods and techniques includes; collection of relevant data through the use of questionnaires, where a total of one hundred questionnaires were randomly distributed to various cattle marketers in the study area, their responses used for the analysis and interpretation of the result. The use of tables, frequencies and percentages were employed. The result showed 66% of the respondents were married. Poor educational status of the marketers (4 -27%) also affects cattle marketing negatively. The result also shows that 5% of the marketers transport their animals on hooves and vehicles. The result of factors considered in buying also indicates more marketers at 75% consider size. Retailers, comprises 43% of the marketers. Age of the marketers, marital status has no negative effect on the marketing of cattle in this study.
INTRODUCTION

Marketing of cattle in Mubi South Local Government
Area of Adamawa state, is an economic activity common to all the districts within the Local Government Area. There are days designated for cattle marketing. Many people who participate in the marketing activities depend on it as their sources of income, as cited by Agboola, S.A. (1979) .
Marketing of cattle, just like in all other Local Governments in Adamawa state is an activity carried out in order to satisfy the economic needs and wants of the people. From this point of view, cattle marketing can be said to be the performance of all business activities which directs the smooth flow of cattle to consumers from sellers in order to accomplish the producer's objective.
Cattle marketing have played a vital role in Nigeria. The importance includes; economic, social and cultural contributions to the people involved in rearing and marketing of cattle, (Consortium, 1969) . The Local Government, the State and the Federal Government also benefit from the revenue generated from the cattle markets.
Marketing of cattle in the Local Government is a function of so many factors among which are, transportation, pricing and financing, risk bearing and keeping of cattle for future marketing.
The improved transportation system has helped to increase the scope of the marketing operation. The numerous feeder roads in Mubi South Local Government Area ensure that weekly markets enjoy the patronage of the Fulani from satellite camps.
Sixty percent of the marketable cattle crossing National boarders are destined to Nigeria (Von Kaufmann, 1986) ; Mubi South Local Government Area is one of the leading livestock markets in the state. More than half of the cattle traded are from neighbouring Chad, Niger and Cameroon. By building more roads, abattoirs, slaughter slabs, and cattle market, the Local Government has boosted livestock trading in the area. These facilities also help in creating a demand and supply culture for merchantable goods and services in the area as reported by (Ismail, 2008) .
The domestic cattle found in Africa, south of sahara must have probably originated from Nubia, moved south wards towards the Nile valley. Wrigley, (1960) and Agboola, (1979) . Once the desert barrier is crossed, the cattle could have spread to other parts of the continent including Nigeria. Agboola, (1979) asserted that the Zebu breed which is among the cattle sold in some parts of the country, must have originated from the above sources. The Fulani men are known to be the major livestock owners.
Cattle are large ruminant animals domesticated and sold for their products such as milk, meat, hides, cheese etc.
Owing to the low level of animal protein consumption in Nigeria, at present and expected demand in the future, cattle are considered to provide nutritionally superior foods and the output has to be substantially increased in order to ensure adequate supply of protein to the growing population, (Consortium, 1969) . Net amount of livestock products has been estimated about 1.1 million tonnes Agboola, (1979) . Out of the 1.1 million tones, the beef cattle for which most of productions of Nigerian cattle are based accounted for the larger percentage.
Cattle play a very important role in Nigeria agriculture, Nigeria is one of the four leading cattle producers in sub-sahara. In 1990, the cattle population was estimated to be about 14 million, however these figures have since increased to 15.2 million (FAO, 2006) . However, data on meat and milk production, live animals and milk product imports, it is noted that, while beef and veal, goat and game meat production have gradually increased over this period, the production of sheep meat has doubled from 1995 to 2004. Large numbers of cattle, sheep and goats are imported as well as various milk products to a value of about two hundred and fifty million dollars in 2003 (FAO, 2006 .
As a result of this, there is need to tackle the problem of increase in demand for cattle products which will led to increase in productivity and subsequently efficiency in marketing of cattle in Mubi South Local Government Area just like other parts of the country.
Cattle vary from other livestock on account of varying size outside households. They are almost completely dependent on open pastures and transhumance especially during rainy season. However, in Mubi South Local Government Area, the close association of Fulani herdsmen with the breeding and rearing of cattle has given this aspect of livestock economy some distinct socio-economic relevance which deserves separate attention.
Cattle marketing play an important role in the development of the nation. In spite of this importance, the problem of poor marketing system of cattle in the study area is alarming. The problems encountered can be clearly seen right from the place of production to the final destination. Problems of stress during transit, sources of supply, incidence of disease of economic importance, speculative activities of middle men, lack of general information or knowledge about the sources of supply and demand for the cattle and revenue generation are encountered among others.
Despite the high demand for cattle and its products, the supply is hampered by certain variables such as poor transportation, high cost of animal which invariably affect revenue generation for the Local Government and the State as well, which actually has necessitated this study.
This study is aimed at finding solutions to problems of cattle marketing and revenue generation in Mubi South Local Government Area of Adamawa State, it will serve as a guide to extension workers, researchers, and students and further evaluation of the study of cattle marketing and revenue generation in Mubi South Local Government Area of Adamawa State and the nation at large, it can also be used by the government for policy formulation on cattle production, marketing and revenue generation. This study was conducted to investigate the socioeconomic characteristics of cattle marketers, to identify the general problems of cattle marketing with the view to proffering solutions, to determine the strategies and procedures for marketing cattle in order to maximize profit and to the source of funds involved in cattle marketing. Economic resources in the Local Government Area centers on Agriculture, cash crops like groundnuts and beans are grown while food crops like rice, maize, and sorghum are grown equally.
Along the river Yedzaram and many of its tributaries, a lot of vegetables gardening in dry season are practiced. Fishing is also undertaken in the revering areas. The major occupation of the people in the Area is farming and marketing.
Cattle Breeds Found In the Study Area: The predominant breeds of cattle in Adamawa State are; Adamawa gudali, Sokoto gudali, White Fulani are the cattle commonly marketed in the study area, even though, others like Red Sokoto and Red Fulani are also marketed in these area, (Frick, 1983) .
Sources of Data and Sampling Procedure:
A market survey was conducted at Mubi International Cattle market at various cattle market days in the study area. One hundred questionnaires were distributed and administered at random to various marketers of Cattle and their responses were used in making analysis of the findings.
Statistical Analysis
The analytical technique adopted in this study was frequency and percentages. Data collected was subjected to simple descriptive statistics.
RESULTS AND DISCUSSION
Socio-Economic Characteristics:
The social factors considered include the following: Sex, Marital status, Educational level, Marketing experience and Source of cattle supply among others
Sex Distribution of Respondents:
The study revealed that all the respondents were men (100%). This was attributed to the marketing tasks involved; this coupled with the fact that the Northern Muslims which formed the largest population of the marketers do not allow their wives to go out for such business as reported by Fenn (1977) and Auwal (2005) . ( Wakili,1996 ) who recorded least number of respondents with Qur'anic education and more attended post primary, with 18% and 32% respectively.
From the analysis, it indicates that most of the marketers lack formal education which attributed to lack of improper keeping of records, lack of communication during marketing among others, this could affect efficient marketing activities, Schultz ( 1995 ) , requires that education enhance persons ability to deal with economic disequilibria. Qur'nic and Primary 11 11
Qur'nic and Secondary 4 4 TOTAL 100 100
Marketing Experience of Respondents
As shown in table 4.1.5. below, 73% of the cattle marketers have cattle marketing experience ranging from 1 -10 years, 19% of the respondents have 11 -20 years experience , 6% have 21 -30 years experience and 2% 31 -40 years experience. This shows that many respondents have been in the business for along time and many are coming in, it is only those that stayed very long in the businesses that are few. This can be attributed to their ages. The data reveals that Mubi South Cattle market is fast expanding and more people keep coming into the business. 
Marketing Agencies
The retailer agents formed 43%, while the commission agents and wholesaler formed 21% and 36% respectively. Ajiya (1998) reveal insufficient capital by other commission agents is as a result of not being in the business for along time, therefore they are not well established. 
Transportation of Cattle
The transportation of cattle to market is usually on hooves or by vehicle for a distance market, it depends on the circumstances, sometimes it can be both on hooves and vehicles. In Mubi South, 67% of the respondents transport their cattle by vehicles, 28% transport them on hooves, while 5% on both hooves and vehicles. Fenn (1977) , who indicates marketing, involved a variety of transportation methods by road, rail, ship and air. It also depends to a large extend on a network of reliable roads that links the producer to the markets and the main towns. Also Akinwumi (1986) observed that the distance covered, type of vehicle, the number of animal carried, all affect transportation cost. 
Conclusion and Recommendation
Conclusion: Based on the findings in this study, marketing of cattle in the study area can be said to be profitable venture if special consideration is given to tackle the problem militating against smooth and efficient marketing. Such problem traced when addressed properly, the strategies, procedures in cattle marketing will be improved.
Recommendation: Based on the result obtained, the following recommendations are looked into, in order to improve the cattle marketing in Mubi South Local Government Area of Adamawa State. Government should intensify efforts to encourage the production of cattle. This can be achieved by providing incentives to producers in terms of loan or credit through Banks. To overcome the problem of theft, the marketers should form strong organization to see that any strange or suspected person that brought cattle to the market is strictly scrutinized before selling.
Local Government should assist in the formation of a body charged with the responsibilities of passing information to producers and marketers on the supply, demand and price of cattle in the market. Government should encourage the herdsmen to settle in one area by establishing a range land or pasture development. There is need for the provision of modern cattle marketing facilities like standard weighing scale, loading space, and grades in the markets; this will help in transforming the market from the current traditional system.
Government should provide more veterinary facilities to minimize incidence of diseases and parasites. Cattle should be properly checked before buying and selling. Quarantine stations be located in strategic places to avoid diseased animals into the market.
